From MVNO to MVNX:

Why Virtual Network Operators
Are Becoming Experience Platforms

And How Ambassador Gives Them the Infrastructure to Compete

The MVNO model - built on price competition and thin margins - is giving way to a new generation of virtual network
operators that compete on experience, community, and lifecycle engagement. These MVNX operators run lean by
design, but they face a structural challenge: delivering enterprise-grade growth programs without enterprise-grade

headcount. This paper examines the shift, the infrastructure gap it creates, and how Ambassador's platform was built to
close it.
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Executive Summary

The mobile virtual network operator (MVNO) model has reached structural limits. Two decades of price-based competition
have compressed margins, commoditized the subscriber relationship, and created a market where differentiation on cost
alone is no longer viable. 1]

What is emerging in its place is a new category of virtual operator - the MVNX, where "X" represents experience. These
operators compete not on price, but on community, content, loyalty, and lifecycle engagement. (2] They run lean by design,
often with teams of 10 to 15 people. But delivering a sophisticated experience layer requires growth infrastructure that those
team sizes cannot support through manual operations alone.

THE CORE THESIS

MVNXs compete on experience, not price. They run lean. Their entire growth model depends on community-driven
advocacy, behavioral retention, and lifecycle engagement. They cannot build the infrastructure to orchestrate this at
scale. They need to buy it. That is Ambassador.

This white paper examines the structural shift from MVNO to MVNX, the infrastructure gap it creates, and how Ambassador's
platform - including its six growth engines, HiroAl, and Agentic Studio - was built to close that gap. It also outlines two distinct
plays for how Ambassador enters and scales in the telecom vertical.
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G The Telecom Shift: MVNO - MVNX

For twenty years, the MVNO model operated on a simple premise: lease network access from a major carrier, offer
subscribers a cheaper alternative, and compete on plan price and contract flexibility. The model was efficient. It was also
inherently commoditized - any operator could replicate it, and as more did, margins eroded and subscriber acquisition costs

climbed. 7!

What is happening now in telecom is a structural correction. The operators who survive the next decade will not be those
who win on price. They will be the ones who build genuine brands - communities, identities, and experience ecosystems that

sit above the network infrastructure and generate subscriber loyalty that price alone cannot buy. (3.5]

The "X" Factor

The term gaining traction across the industry is MVNX - Mobile Virtual Network Experience operator. The distinction is not
cosmetic. An MVNX is not a cheaper SIM. It is a platform that bundles network access with a curated stack of services,
content, and community - and uses that bundle to create subscriber relationships that are genuinely difficult to replicate.
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- Community-first positioning. Subscribers join for the tribe, not the plan.

- Content and service bundles. Gaming, streaming, sports, financial products - all delivered through the operator

relationship.

!

Loyalty and lifecycle mechanics. Reward programs, milestone communications, and behavioral triggers that make the

subscriber relationship an ongoing engagement, not a contract.

1

MVNO vs. MVNX: A Structural Comparison
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Peer-to-peer growth. Community-driven referral as the primary acquisition channel - replacing paid media with advocacy.
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Figure 1: MVNO vs. MVNX - a structural comparison across six key dimensions.

MVNO Model MVNX Model

Competes on price

Price-driven acquisition (paid media)
Churn managed through pricing
Transactional subscriber relationship
5-10 person operation

Commoditized - race to the bottom

a The Infrastructure Gap
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Competes on experience and community

Peer-to-peer advocacy as primary channel

Churn managed through behavioral engagement

Community member relationship

10-15 people + growth infrastructure

Differentiated - defensible brand equity
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The MVNX model creates a structural tension. Operating lean is a feature of the virtual operator model - it is what makes
these brands agile, capital-efficient, and able to move faster than legacy carriers. But delivering on the experience layer
requires growth infrastructure that lean teams simply cannot build or operate manually.

THE HEADCOUNT MATH

A traditional MVNO could operate with 5-10 people because the model was transactional. An MVNX competing on
experience needs advocacy programs, loyalty mechanics, behavioral retention triggers, lifecycle messaging, Al-driven
personalization, and continuous campaign optimization - all running simultaneously. Manual execution of this requires
40-50 people at minimum. Most MVNX operators have 10-15.

The telecom industry has a well-established playbook for abstracting network complexity. MVNEs (Mobile Virtual Network
Enablers) and specialist infrastructure vendors handle SIM provisioning, AAA, real-time billing, roaming, and BSS/OSS
orchestration. That layer is solved. ! Virtual operators can launch without building core network infrastructure themselves.

What is not solved is the subscriber engagement layer above it. Once a virtual operator has subscribers on its network, the
guestion becomes: how do you grow them, retain them, and turn them into advocates? That growth and revenue intelligence
layer - sitting above the BSS/OSS stack, connecting into CRM and subscriber-facing digital surfaces - has no unified
solution. What exists today is a fragmented collection of point tools: a referral platform here, a loyalty program bolted on

there, lifecycle email managed separately, with no shared data, no unified intelligence, and no autonomous execution. [3.6]

The Infrastructure Gap: What MVNX Operators Face Today
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Figure 2: The three layers of the MVNX stack - and where the gap exists today.

For a price-competing MVNO, this fragmentation is manageable - the growth model is simple enough that disconnected tools
suffice. For an MVNX competing on experience, it is fatal. A coherent experience cannot be delivered from a disconnected
stack.
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° How Ambassador Fits: The MVNX Growth Operating System

Ambassador was not built specifically for telecom. It was built for a world where lean, experience-first operators - across
industries - would need enterprise-grade growth infrastructure without the headcount to match. The MVNX market is, it turns
out, one of the most precise fits for what the Ambassador platform does.

The Ambassador platform consists of five integrated growth engines, an Al intelligence layer (HiroAl), and an autonomous

execution layer (Agentic Studio). Together, they form what is effectively the growth operating system an MVNX needs but
cannot afford to build internally.

The Ambassador Platform: Built for the MVNX Growth Model

HIRO Al + AGENTIC STUDIO — The Intelligence & Autonomous Execution Layer

Advocacy Customer Incentive Communication Predictive
Engine Value Engine Storefront Cloud Intelligence

Peer-to-peer Behavioral signals Financially governed Lifecycle messaging Churn prediction
growth p & next-best rewards without without a & segment-level
& attribution actions a finance team marketing ops team optimization

MVNX OPERATOR — 5 to 15 People Running a Full-Scale Growth Program

Acquisition - Retention - Loyalty - Lifecycle - Al Optimization - Autonomous Execution

Without Ambassador: 40-50 headcount required | With Ambassador: Infrastructure runs continuously, autonomously

Figure 3: The Ambassador platform - five engines, unified intelligence, autonomous execution.

Engine-by-Engine: How Each Piece Maps to MVNX Needs

Ambassador Engine MVNX Problem It Solves Without Ambassador

Advocacy Engine Structures peer-to-peer acquisition with full attribution.  Untracked word-of-mouth; no attribution; no
Referral programs, ambassador networks, and scalable advocacy programs
community sharing - instrumented with ROI visibility.
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Customer Value Engine

Incentive Storefront

Communication Cloud

Predictive Intelligence

Real-time behavioral signals surface churn prediction,
next-best actions, and re-engagement triggers before
a subscriber has signaled intent to leave.

Financially governed rewards without a finance team
managing spreadsheet logic. Budget rules and
redemption economics built in and enforced
continuously.

Lifecycle messaging - behaviorally triggered,
multi-channel, personalized - running continuously
without a marketing operations team.

Segment-level performance analytics, competitive
benchmarking, and growth recommendations
surfaced continuously without requiring an analyst to
ask the right question.

Monthly manual churn reports; interventions
happen after the subscriber has already
decided

Spreadsheet-managed reward programs;
error-prone; no real-time economics visibility

Batch email campaigns; generic;
disconnected from behavioral data; manually
managed

Periodic reporting from a part-time data
resource with no predictive capability

How Ambassador Integrates With Existing Infrastructure

A critical point for operators evaluating Ambassador: the platform does not replace existing telecom infrastructure. It is

explicitly designed to sit above and connect into the systems operators already have - not compete with them. Ambassador is

the subscriber engagement and growth intelligence layer that existing BSS, CRM, and data infrastructure cannot provide.

Existing System Ambassador's Role What It Enables

BSS/Billing Data

CRM (Salesforce, etc.)

CDP / Data Layer

Subscriber App / Portal

5G Network Slice Data

Ingest usage signals to trigger referral, loyalty, and
retention workflows in real time

Ambassador sits on top of CRM as the activation
layer - enriching subscriber records with advocacy
and engagement data

Feed subscriber segments into Ambassador
advocacy and expansion engines

The primary surface where subscribers interact with
referral programs, rewards, and feedback loops

Longer-horizon integration - usage quality signals
from network slices as dynamic reward triggers
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Behavioral triggers based on actual usage
- not just demographics

CRM data becomes actionable, not just
reportable

Segment intelligence translates directly
into targeted growth programs

A unified experience layer owned by the
operator, powered by Ambassador

Subscribers rewarded for high-value
usage behavior as 5G slice adoption
matures (2—3 year roadmap)
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THE INTEGRATION PRINCIPLE

Ambassador does not ask operators to rip and replace. It asks for a data feed from BSS, a CRM connection, and
access to the subscriber-facing digital surface. Everything else runs on top of infrastructure the operator already owns.
The integration story is above the core network - credible, achievable, and non-disruptive to existing operations.

A New Model: Rewarding Subscribers for Their Time, Feedback, and Data

One of the most underexplored opportunities in the MVNX model is what sits at the intersection of subscriber engagement
and first-party data: rewarding subscribers directly for their feedback, time, and data-sharing behavior.

Carriers and virtual operators collect enormous amounts of subscriber behavioral data but do very little with it commercially.
Loyalty programs at major operators - think AT&T; Thanks or Verizon Up - are largely discount and perk engines. They are
not intelligence engines. Subscribers have no incentive to provide structured feedback, share preferences, or engage in
ways that generate the kind of first-party signal that actually drives better growth programs.

Ambassador's Incentive Storefront and Customer Value Engine, operating together, create the infrastructure for a genuinely
differentiated model: one where subscribers are rewarded - through points, perks, or direct value - for the behaviors that
make the operator smarter. Survey completion. Referral activity. Feedback on service quality. Engagement milestones.
These are not passive data extractions. They are active, consent-based exchanges where the subscriber understands and
benefits from the transaction.

REGULATORY CONTEXT

Rewarding subscribers for data and feedback requires a properly structured consent layer. In the U.K., ICO/GDPR
frameworks govern how subscriber data can be used commercially. In the U.S., FCC regulations and state-level privacy
laws (including CPRA in California) apply. Ambassador's model is designed with consent-first architecture - the reward
mechanism is the consent mechanism. Subscribers opt in to the exchange explicitly, making compliance a structural
feature rather than a bolt-on.

This model is genuinely novel in telecom. The operators who build it first will create a first-party data asset that becomes
increasingly difficult for competitors to replicate - because the data compounds with the relationship, and the relationship
compounds with trust.

0 The Al Layer: HiroAl and Agentic Studio

The five growth engines address the operational gaps in the MVNX stack. What makes Ambassador's positioning genuinely
differentiated for lean operators is the Al layer built on top of those engines.

HiroAl: The Growth Team You Do Not Have

HiroAl functions as the analytical and strategic intelligence layer - the growth expertise an MVNX operator cannot afford to
hire. It runs continuously across all platform data, surfacing what matters without requiring someone to ask the right question
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at the right time.

« Segment-level performance analysis - identifying which subscriber cohorts are growing, churning, or disengaging
< Churn prediction models - flagging at-risk subscribers before behavioral signals become visible in standard reporting
- Campaign performance recommendations - surfacing what is working, what is not, and what to do next

* Incentive economics optimization - identifying over- and under-rewarded segments in real time

Agentic Studio: Growth That Runs ltself

Agentic Studio is where the Ambassador model becomes truly compelling for lean operators. Rather than surfacing
recommendations for a human to act on, Agentic Studio enables Al agents to execute those recommendations autonomously
- adjusting campaign parameters, triggering churn interventions, running A/B tests, and optimizing incentive levels - without
human intervention at every step.

THE LEAN OPERATOR IMPERATIVE

For an MVNX with 10 people, autonomous growth infrastructure is not a productivity feature - it is existential. They
either have Al agents running their growth programs continuously, or they hire 30 people to do it manually. Agentic
Studio turns Ambassador from a platform they operate into a platform that operates for them.

The Compounding Advantage of Intelligent Growth Infrastructure
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Figure 4: The compounding performance advantage of intelligent, autonomous growth infrastructure over time.

The compounding effect is significant. Each Al optimization cycle improves the inputs for the next: better referral program
calibration lowers customer acquisition cost; more accurate churn prediction increases lifetime value; better incentive
economics improve margin. (8] Operators who build on intelligent, autonomous infrastructure accumulate advantages that
become very difficult for manual-operation competitors to close. [6]
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° The Two Market Plays

There are two distinct ways Ambassador enters and scales in the MVNX market. Both are real. They are not mutually
exclusive - but they involve different motion, different sales cycles, and different contract structures.

Two Go-To-Market Plays in the MVNX Space

PLAY 1 — Direct to MVNX PLAY 2 — Platform / Network Enablement

° MVNX operators buy Ambassador e Ambassador embedded as growth

directly as their growth OS infrastructure a carrier offers MVNXs
e Sales motion: headcount replacement o One carrier deal = dozens of operators

(compete against payroll, not software) (multiplier effect on contract math)

OR

®  Contract: Saas platform + success fees ®  Contract: Platform licensing + per-operator
®  Timeline: 30-90 day sales cycle ®  Timeline: 6-12 month strategic sale
L] Proof point: Visible already live L] Upside: Category-defining position

Figure 5: Two go-to-market approaches in the MVNX space - direct and platform enablement.

Play 1: Direct to MVNO / MVNX Operator (Near-Term Beachhead)

The clearest near-term opportunity is Ambassador selling directly to MVNO and MVNX operators as their subscriber growth
operating system. The MVNO segment - particularly in fragmented, competitive markets like the U.K. - offers the best
near-term traction: these operators have more flexibility than tier-1 carriers, less legacy infrastructure to navigate, and a
stronger incentive to differentiate on subscriber experience. They are making infrastructure decisions now, and most are
underserved by the existing vendor landscape.

The sales conversation is not about software line items. It is about headcount replacement. What does a full growth team
cost to build and run - $600K to $900K annually? What does it cost to build this infrastructure in-house - 18 months and
$2M+? Ambassador replaces that equation, running continuously and autonomously at a fraction of the cost.

PROOF POINT

Visible - one of the most successful experience-first virtual operators in the US market - is already on the Ambassador
platform, using peer-to-peer advocacy as its primary subscriber acquisition channel. This is the MVNX model in action,
proven at scale.

Play 2: Platform and Network Enablement (Longer-Horizon)

The larger, longer-horizon play involves Ambassador being embedded as part of the growth enablement stack that a major
network operator offers to the virtual operators running on their network. This is a strategic sale with a longer cycle - but a
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significantly larger multiplier. Tier-1 carriers are protective of their subscriber relationships, so the positioning must be
precise: Ambassador enhances the carrier's subscriber relationship, it does not intermediate it. The platform sits inside the
carrier's ecosystem, branded as the carrier chooses, delivering growth outcomes the carrier can measure and own.

If a carrier can offer its virtual operator partners a proven growth infrastructure - rather than leaving each one to
independently evaluate and operate disconnected point solutions - that is a meaningful competitive differentiator. And it
changes the contract math for Ambassador entirely: one partnership distributes Ambassador across dozens or hundreds of
operators in a single ecosystem. This is the bigger swing, and it is grounded in partnerships that Ambassador is already
building.

° Why the Window Is Now

The MVNX market is early. The operators building experience-first brands today are making infrastructure decisions that will
define their competitive position for the next decade. This is the window - and it is narrow for a specific reason.

First-mover infrastructure advantage in growth compounds in a way that most operators do not fully account for. An operator
who builds on Ambassador today accumulates subscriber behavioral data, referral network density, and Al model calibration
that a later-entrant cannot replicate quickly. The platform gets smarter with each operator cycle. The data moat is real.

Second, the category narrative is being written now. "MVNX growth operating system" is an unclaimed position. The
company that owns the category definition - through content, case studies, and proven deployments - will have
disproportionate influence over how MVNX operators make infrastructure decisions over the next five years.

Third, the Al transition in agentic execution is accelerating. The operators who integrate autonomous growth infrastructure
early will be compounding advantages by the time competitors begin evaluating whether to act. The gap illustrated in Figure
4 is not hypothetical - it reflects what is already measurable in platforms where Al optimization runs continuously versus
those where it does not.

"The MVNO era competed on price. That era is ending. The MVNX era competes on experience. And the operators
who win it will not be the biggest - they will be the most intelligent."

Conclusion

The shift from MVNO to MVNX is not a marketing trend - it is a structural change in how virtual operators compete and
survive. The experience layer that defines an MVNX requires growth infrastructure that lean teams cannot build or operate
manually. The point-solution stacks that today's operators are assembling are insufficient to deliver the coherent, intelligent,
continuously optimizing experience the model demands.

Ambassador is the infrastructure layer that closes this gap. Five integrated growth engines, unified behavioral intelligence
through HiroAl, and autonomous execution through Agentic Studio - all built for the lean-operator model that defines the
MVNX category.
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The opportunity for virtual operators is significant. The window to act on it with maximum compounding advantage is now.
Ambassador is already deployed and proving the model. The question for MVNX operators is not whether they need this
infrastructure - it is whether they get there before their competitors do.
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